Fast-food restaurants are preferred by both male and female consumers for different reasons. Therefore this research aims to compare the perceptions and attitudes of males and females about fast-food restaurants in greater Cairo.
INTRODUCTION
People life is changing dramatically, time is running out and they want to achieve more in less time (de Rezende& de Avelar, 2011) . This rapid life caused a dramatic increase in consuming food away from home especially in fast food outlets which is responsible for 72.8% of whole food industry revenue (Periraet al., 2005) . Eating out also has become a fashion as customers are not only eating, but also enjoying the environment and celebrating special occasions (Warde and Martens 2000) . In a similar context, Freeman (2011) found that 78% of adults agreed that going out to a restaurant allowed them an opportunity to socialize, and 40% felt that visiting restaurants makes them more productive in their day-to-day lives.Customers may eat out for convenience, enjoyment, cheaper price and speedy service.
There are external and internal factors affecting customer perceptions and attitudes towards fast food restaurants. These factors include culture and social class, family or group, environment (Bhuyan`s, 2011; Mikkelsen, 2011) , attractive décor and atmosphere (Alonso and O`neill, 2010) , comfort and quality (Sulek and Hensley,2004) , taste of food (Soriano, 2003) , quality of service (Bhuyan,2011) , persons' life style, brand image (Fischer et al., 2010) , quality of staff (Roberts et al, 2010) , price (Reyes, 2011) , menu variety, gender (Beardsworth et al., 2002) , Age (Siudzinski,2001) , parking spaces (Bojanic,2007) , cleanliness (Henson et al., 2006) .
Although the subject of fast food operations gained high consideration of both academics and professionals, it seems that the effect of gender on the perception and attitude gained limited attention particularly true in Egypt .Therefore this research paper aimed to study the influence of gender on the customer's perception and attitudes of fast food operations in greater Cairo.
MATERIALS AND METHODS
The sample of this study consisted of 300 customers at fast food restaurant aged ≥11 yrs old (150 males and 150 females). The participants were recruited from fast food operations namely of international chain restaurants -KFC and MacDonald-and national chain restaurant MO 'men in Greater Cairo.
The study used four-group administered questionnaire that covers demographic data, reasons of eating out, perception and attitude of eating out and opinions suggestions and of the participants. The questionnaire also included a group of questions concerning fast food restaurant visiting frequency and preferences.
The data were analyzed by using the SPSS (version 16) (2001) and French et al (2001) in that great changes have occurred in our society. Women being a part of Egyptian work force have no time to cook, smaller size of family and population growth. This in turn led to the change in teenage culture and what they have been raised on in terms of eating habits
RESULTS AND DISCUSSION
The Education level considerably influenced the perception and attitude of eating out home, In this context, the results of the current study (Table 1) show that 59% of the fast food customers were university graduates. Similar results were reported by Allen et al (2007) . Regarding seating versus "take away", 20.9% of female prefer eating at the resturant and 3.5% prefer "take away"; 23.9% of males prefer dining room as eating place and the same percentage like "take away" eating style, and 7.72% like take away only (table 3) . Regarding the frequency of weekly visits, no remarkable differences were found between both males (26.4%) and females (28.9%) (Table5). While males perceive travelling as their main or the 1 st reason for eating out, it is number 10for females; closeness to home is the principle reason for eating out by female. Eating out as a habit is number, 11 for males and number 7 for female. Price is considered the 2 nd reason by females and the 7 th by males. It is clear from the results presented in table (6) that there is no any similarity between males and females in the first five reasons of eating out. Energetic atmosphere of the dining out is relatively preferable by males since it appeared in the 5 th rank, but at the bottom of the list for females. 
Males females
Table (7) shows that the Size of the meal portion is considered as the first priority by females, but it is listed at the bottom of priorities by males. On the other hand freshness, menu variety and flavor of food ranked closely but not identical for males and females. Regarding the menu price, it was seen reasonable by male but expensive by females. This is in accordance with the results reported by Zhu (2005) , and Ozfer etal(2007) .who mentioned that the quality/price ratio is a dominant factor for their experience.
The importance of different elements of fast food operation place is shown in table (9) . Table (9) indicates that while location is ranked first by both males and females cleanliness came at the bottom of the list of males and parking spaces at the bottom of the females list.
The results of the current study indicated differences among customers perception and attitudes towards fast food restaurants according to gender, as the Standard Deviation and Standard Error of Mean values are = 0.01 for male and 0.03 for female and 0.01 for male and .01 for female respectively. This means that most participants responded differently to the questionnaire questions. Additionally, the results revealed that there is a significant difference between customers attitudes and perception according to gender (significance level for chi-Square = 0.000). 
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